The study evaluate advertising and performance of quoted multinational corporations in Nigeria using simple method in order to see if firm maximize their sale volume or not. The study use historical data from the period of 2000-2009. The period is chosen because of the availability of the data. The population of this study included all the 16 quoted multinational corporations in Nigeria and 3 multinational corporations were selected. The use Q and M for windows to analysis the data and findings indicates that Nigerian Bottling Company, PZ and Unilever Plc maximize sales through the activities of advertising in various media in Nigeria. The study suggested that Nigerian Bottling Company, PZ and Unilever Plc should concentrated in their advertising programmes and also concentrated in developing a good product quality by ensuring that their products satisfy the needs and want of the host community. Nigerian Bottling Company and PZ should try to maximize sales through advertising but Unilever Plc should not maximized sales through advertising programmes. Nigerian Bottling Company and Unilever Plc should concentrate on profit after tax through advertising and PZ should realized that advertising can maximize profit after tax.
INTRODUCTION
Advertising is as old as civilization and has been used as a means of communication to buy and sell goods and services for increase in sales and profit. Advertising has acquired great importance in modern Nigeria, characterized by tough competition in the market and changes in technology, fashion and taste of the consumers. Consumers are increasingly becoming uneasily satisfied, especially in the area of exposure to advertising messages. This is largely due to their expectation of good value for the money spent. Some firms believe that, money spent on advertising is expenditure and some consider it a waste, some spend money because, competitors spend a lot on it and some consider it as evil. Moreover, money spent on advertising is treated as long term investment in the image of a product. Advertising expenditure is required to build a consumer franchise for the advertised product, apart from its being of direct return on investment, return on capital employed, return on equity and net and gross profit and advertising expenses include advertising programmes, promotional campaigns, cost of space, advertising material, production expenses, media expenses, agency commission, and advertising research.
High advertising expenditures have to be justified, by satisfactory financial outcome that is profitable. Producing a short term customer response to advertising is important, but without it, there is no long term impact and the outcome double the effects over a longer period of time. Advertising expenditures can have direct effect (raising firm's intangible value) and indirect effect (increasing sales and profits).
Over the years, Multinational Corporations have advertised their product in all media in Nigeria in order to increase sales and profitability in terms of profit after tax but it often believes advertising may not really increase sales in these multinational corporate or advertising does not maximize profit and sales. From the extant literature, studies have been conducted using advertising and sales but none of the studies use simple method to estimate whether firm increases sales and profit through advertising.
The objective of this study is to examine advertising and performance of selected multinational corporations in Nigeria and the specific objectives are to evaluate advertising and sales of selected multinational corporations in Nigeria and to determine impact of advertising on profit after tax of selected multinational corporations in Nigeria.
The study is restricted to the activities of advertising on performance of multinational corporations in Nigeria. The study covered 10 years, that is between 2000-2009. This period is chosen because it covers the time most multinational corporations in Nigeria use advertising frequently. The period is long enough to rigorously assess how advertising is used by this firms to maximise sales and profit. The limitation of this study is that researchers do not consider other multinational corporations rather consumer firms.
The research shall seek to determine the impact of advertising on performance of Multinational Corporation in Nigeria. Therefore, this study shall help firms in making strategies on advertising and it will help them to identify which area or media to use in conveying information to the endusers and again competitive advantage over their competitors. The stwill help entrepreneurs to identify their competitive advantage and also help them in creating competitive advantages against their competitors which leads to a better profitability.
The following hypotheses are stated in this study.
H 01 : Advertising does not maximize sales in selected multinational corporations in Nigeria H 01 : Advertising does not maximize profit after tax in selected multinational corporations in Nigeria
CONCEPTUAL FRAMEWORK
Opusunju, Morat and Jiya, 2017 Advertising maximization Model
Concept of Advertising
According to Jerry (2007) , advertising is mass media selling. It is the communication of product information by means of mass media, the purpose of which is to sell products to consumers. It is a method of communicating to consumers that is less expensive than other methods. Long (2000) says that advertising is an act of telling people publicly about a particular product or services in order to persuade them to buy it. Shuba et al (2009), posits that advertising is an instant awareness of a new product that may accelerate the diffusion process. The definition considered new product but advertising can also be used to inform customer on the existing product.
Patrick (2014), advertising is an advertiser -sponsored content that is designed to appear to the user as similar to editorial content. Mathew (2008), defined advertising as a significant medium between the corporation and public and is essential in maintaining a corporate brand image. Advertising reaches geographically dispersed buyers and can build up a long term image for a product or trigger. Longman (2000), advertisement is an act of telling people publicly about a product or services in order to persuade them to buy it. Shimp (2007) define advertising as a paid, mediated form of communication from an identifiable source, designed to persuade the receiver to take some action, now or in the future. Louisa (2008), advertising is a deliberate message placed on the third party web sites including search engines and directories available through internet access. The definition focused on the online type of advertising which ignore other forms of advertising like newspaper, magazines etc.
Advertising is a process of informing the general public about the existence of a product and benefit of such product as well as the likely demerit of the product by describing the product configuration and nutrients.
Concept of Performance
Performance is the final achievement of an organization which is measured either in financial and non financial indicators, and contains a few things, such as the existence of certain targets are achieved, has a period of time in achieving the targets and the realization of efficiency and effectiveness (Gibson et al., 2010) . Performance refers to ability of an enterprise to achieve such objectives as high profit, quality product, large market share, good financial results, and survival at pre-determined time using relevant strategy for action (Koontz & Donnell, 2003) . Performance can also be used to view how an enterprise is doing in terms of level of profit, market share and product quality in relation to other enterprises in the same industry. Consequently, it is a reflection of productivity of members of an enterprise measured in terms of revenue, profit, growth, development and expansion of the organization. Organizational performance includes multiple activities that help in establishing the goals of the organization, and monitor the progress towards the target (Johnson et al.,2006) .
Sales
The term sales is define as the quantity of goods sold or services sold in the normal operations of a firm in a specified period ( Business dictionary, 2012). It is the quantity or number of products sold or services provided by a company in a particular period of time (Cambridge dictionary, 2012). The term sales is also define as the number of product or items that is marketed by a marketing personnel in an organization (Wisdom, 2016). However, sales is the quantity of good sold at any given time and well defined price which the consumers pay in an agreed terms and condition which they jointly agreed and after meeting the conditions.
Profit & Profitability (Profit after tax: PAT)
According Chendroyaperumal (2010), profitability is a measure of evaluating the overall efficiency of the business. Vijayakumar (2011) , posited that, the term profitability is a highly sensitive economic variable which is affected by host of factors operating through a variety of ways and some of them affect the product price and quantities, and some affect the cost of production. Others make changes in capital stock, size, market share and growth of the firm. Hagen (2005), profitability depends on how efficiently scarce resources are utilized and the objective is maximized, its contribution to the income and wealth of the owners in short and long term. To him, profitability is defined in relation to the external rate of return opportunity for the capital required to operate the company. The rate of return is the benchmark which the profitability of the firm is measured against. Venkatesan et al (2012), profitability is the profit earning capacity which is a crucial factor contributing to the survival of the firms.
Profitability indicates ability to make profit from all the business activities of an organization, company, firm, or an enterprise. It shows how efficient the management can make profit by using all the resources available in the market.
EMPIRICAL REVIEW
Abdullahi (2014) evaluates the effectiveness of advertising expenses on the sales revenue and profitability of Nigerian Bottling Company Plc. This study is based on secondary data collected for advertising expenditure, sales revenue and profitability of Nigerian Bottling Company Plc over the period of 1996 to 2009 from the annual report and accounts of the company under study. Among the objectives of the study is to evaluate the extent of the effect of advertising on the sales revenue of the company. Correlational and regression analysis study designs were adopted for the study. The contribution of the first hypothesis has found that advertising expenses has depicted significant relationship between advertising and the sales revenue of the company. Furthermore, the second hypothesis result has shown that advertising has no significant effect on the profitability of the company.
Agbeja, Adelakun and Akinyemi (2015) assessed the effect of advertising on sales and profitability of a company. The SPSS software package was used to adequately verify the data collected for this study. The regression analysis was used to test the hypothesis of the variables that were involved in this study in order to analyze the data. The paper concludes that there exists a significant relationship between marketing expenses and profitability of the firm and also there exists a significant relationship between turnover and marketing expenses of the firm.
Bett (2014) determine the influence of advertising on organizational performance of fast moving consumer goods in the cosmetic manufacturing firms. The research design adopted was cross sectional descriptive design. The population of the study comprised of all the 8 cosmetic companies operating in Kenya and all of them participated hence the study was a census. The study used primary data which was collected using self-administered questionnaires. The data collected was analyzed using statistical package for social sciences and presented in tables and charts. The study found out that advertisement helps the companies create awareness among customers for their products and services but also serves as a useful vehicle in promoting brand image of products and services offered at the target market.
Theories of advertising
Daniel Starch put forward the Starch model of advertising communication and believed that, an advertisement must be seen, read, believed, remembered and acted upon. In order words, people must climb the ladder step by step and the objective of advertising is to encourage them to do so. It should sound unique in terms of promise of satisfaction of a need or desire and the effective advertising is persuasive (Indu et al, 2012 The main conclusion of the theory is that, the prospect must first be aware of the existence of the product or organization, the customer must have a comprehensive information of what the product is and what it will do for them, the customer arrives at the mental suspicion or conviction to buy the product and the customer must stir himself to action (Mackey, 2005) .
Robert Laviadge and Garry Steiner states, the Hierarchy of Effects Model that recognizes additional steps before the recipient becomes a purchaser and gives importance to cognitive stages (Rajeev et al, 2008 cited by Indu et al, 2012). According to hierarchy of effects model of advertising (Mackey, 2005) , customers do not switch from being completely uninterested or become convinced to buy the product in one step but, Lavidge and Steiner (1961) , hierarchy of effect model shows the process or steps that an advertiser assumes that customers pass through in the actual purchase process (Barry and Howard, 1990) but, Lavidge and Steiner (1961) believed that, the steps has to be completed in a linear way and which was supported by (Munoz, 2002), who notes that, normally ultimate customers do not switch directly from being interested to become convinced buyers of the product.
The model indicated that individual is seen to move from an awareness of the product's existence to knowledge of the product's attributes. From there, he progresses to a liking for the product, which results in a preference for the product above the others available. Then he gets a conviction as to the value of the product to him which leads to the eventual stage of purchasing the product. The anatomy of purchase model states that, when making even the simplest purchase, a consumer goes through this complicated mental process. The model shows how external stimulus such as the company's marketing efforts and non -commercial sources of information (family, friend, teachers etc) join to activate the decision making process. At the same time, this process is also filtered by many personal influences on consumer such as motivation, personality, learned attitudes and perception. At any time, the decision process may be terminated if the consumer loses interest or after evaluating the product, decides not to buy but, in order to fully understand the complexity of the consumers' buying decision, one has to be aware of the variety of these personal influences and environmental influences on consumer behaviour (Indu et al, 2012) .
The cognitive response model of learning views the learning as mental process of memory, thinking, and the rational application of knowledge to practical problem-solving (Indu et al, 2012) . To this model, customers learned about a product through his mental process of memory and think about the product and also analyse the product to observe if the said product will solve his problem before buying the product.
Stimulus Response model of learning treats learning as a trial and error process. Some cue or stimulus triggers the consumer's need or want, which in turn, creates the drive to respond. If the response reduces the drive, then satisfaction occurs, and the response is rewarded or reinforced (Indu et al, 2012 ).
This produces repeat behaviour next time when drive is aroused and learning will have taken place. An ad is a stimulus, or cue, and a purchase is a positive response. If the product gives the consumer satisfaction, then there is reinforcement. Additional reinforcement may be given through superior product performance, good, services or ideas and credible reminder advertising. Through repetition of the cues or ads, the learning process including memory may be reinforced and repeated behaviour encouraged (Indu et al, 2012) .
RESEARCH METHODOLOGY
The study adopted historical research design which is used because data collected for this study was from annual financial statement of the selected multinational corporations in Nigeria. The population of this study consists of 16 quoted multinational corporations in Nigeria and these are listed in the Nigerian stock exchange. Purposive sampling method was used to select three multinational corporations in Nigeria and they are Nigerian Bottling Company, PZ and Unilever Plc. The reason for selecting these companies is that they have different product lines in Nigeria. The study used Q and M for widows in analyzing that through with the application of Simple Method. The used simple method is appropriate because the researchers evaluate whether advertising expenditures incurred by these multinational maximize sales or profit and also whether advertising minimize sales and profit of the organizations. The data collected for the 10 years was added together for each company to ensure proper computation and analysis based on the required standard of simplex method and the summary of the data set are: The above method is very unique in determining how advertising in terms of radio, newspaper and television can help to maximize profit after tax and sales of the selected multinational corporations in Nigeria. The research design is very appropriate since the study relied on historical data or information and the study period is also useful since past event can be use to predict or prevent future occurrence in the course of advertising practices. The above table 1 and 2 indicate that sales is maximize through advertising in the multinational corporations with emphasized on Nigerian Bottling Company, PZ and Unilever Plc. The tables expressed that advertising can maximize sales since the optimal value is positive and increase the sales of the selected organizations in Nigeria. Advertising in terms of radio, television and newspaper in multinational corporations are used to effective maximize sales of the product. The findings indicates advertising have Nigerian Bottling Company maximize sales through advertising with the value of 120010042 and PZ maximize sales through advertising with the value of 1502554000 while Unilever Plc does not maximized sales in it advertising programmes. The one that maximized sales highest in the advertising programmes in Nigeria is PZ. The above table 3 and 4 indicates that profit after tax is maximize through advertising in the multinational corporations with emphasized on Nigerian Bottling Company, PZ and Unilever Plc. The tables also indicates that advertising can maximize profit after tax since the optimal value is positive and increase profit after tax of the selected organizations in Nigeria. Advertising in terms of radio, television and newspaper in multinational corporations are used to effective maximize profit after tax of the companies. The findings indicates that advertising in Nigerian Bottling Company does not maximize profit after tax through advertising with the value of 0 and PZ maximize profit after tax through advertising with the value of 18954000000 while Unilever Plc does not maximized sales in it advertising programmes.
ANALYSIS AND DISCUSSIONS

DISCUSSION OF FINDINGS
The findings indicates that advertising in terms of radio, newspaper and television in the Multinational Corporations with reference to Nigerian Bottling Company, PZ and Unilever Plc maximizes performance of business such as profit after tax and sales. The study also found that advertising in Nigerian Bottling Company maximize sales through advertising and PZ maximize sales through advertising while Unilever Plc does not maximized sales through advertising programmes. Other findings were that advertising in Nigerian Bottling Company does not maximize profit after tax through advertising and PZ maximize profit after tax through advertising while Unilever Plc does not maximized sales through advertising programmes. The finding is in tandem with the findings of Abdullahi (2014) who found a mixed findings with the hypotheses adopted in this study. The study is also in line with anatomy of purchase model which states that, when making even the simplest purchase, a consumer goes through this complicated mental process and this process is also filtered by many personal influences on consumer such as motivation, personality, learned attitudes and perception. At any time, the decision process may be terminated if the consumer loses interest or after evaluating the product, decides not to buy but, in order to fully understand the complexity of the consumers' buying decision, one has to be aware of the variety of these personal influences and environmental influences on consumer behaviour.
CONCLUSIONS AND RECOMMENDATIONS
The study concluded that advertising in terms of radio, newspaper and television in the Multinational Corporations with reference to Nigerian Bottling Company, PZ and Unilever Plc maximizes performance of business such as profit after tax and sales. The study also concluded that advertising in Nigerian Bottling Company maximize sales through advertising and PZ maximize sales through advertising while Unilever Plc does not maximized sales through advertising programmes. Other conclusion is that advertising in Nigerian Bottling Company does not maximize profit after tax through advertising and PZ maximize profit after tax through advertising while Unilever Plc does not maximized sales through advertising programmes. The study suggested that Nigerian Bottling Company, PZ and Unilever Plc should concentrated in their advertising programmes and also concentrated in developing a good product quality by ensuring that their products satisfy the needs and want of the host community. Nigerian Bottling Company and PZ should try to maximize sales through advertising but Unilever Plc should not maximized sales through advertising programmes. Nigerian Bottling Company and Unilever Plc should concentrate on profit after tax through advertising and PZ should realize that advertising can maximize profit after tax.
